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Don’t come to Ithaca…visit Key West instead. 
• NYC: 8,491,079 
• Toronto: 2,615,000 
• Cleveland: 385,921 
• Buffalo: 261,310 
• Philadelphia: 1,560,297 
• Ottawa: 883,391 







As snow replaces deep freeze in the city, New  
Yorkers grow tired of ‘ridiculous’ winter weather 

Boston Snow You Have to See to Believe: Photos 
Cleveland closes out coldest February on record 

February Arctic Blasts Bring Record Cold 
to the Northeast; Buffalo Records Coldest 
Day in 21 Years 
'IT’S BIBLICAL': SEVERE WIND, COLD IN 
LATEST EAST-COAST SNOW STORMS 
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• 434	  broadcast	  stories,	  
$1.7m	  media	  value	  
• 649	  digital	  hits	  
$2.2m	  media	  value	  
Nearly	  $4million!	  
	  
!!!!!!!	  
	  
Follow	  up:	  Social	  and	  display	  network	  
retarge4ng	  

•  STR	  numbers	  up	  Q3	  YTD	  
•  35%	  of	  traffic	  25-­‐34	  /	  15%	  18-­‐24	  –	  
millennials	  and	  younger	  
•  Digital	  campaign	  CTR	  2-­‐3%	  -­‐	  industry	  
average	  .04%	  
•  Visita>on	  difficult	  to	  scale	  
•  	  
	  
Final	  Takeaways	  –	  Did	  shock	  work?	  
	  
•  An	  unexpected	  message	  
•  Strategize	  Mming,	  slow	  media	  
•  Have	  a	  plan	  of	  acMon	  
•  Create	  follow	  up	  markeMng	  to	  
capitalize	  on	  media	  aRenMon	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